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Background and Objectives 


To develop creative direction for ad campaigns and packaging for a new 
Parliament Menthol Lights, nine focus groups were conducted in 
Paramus, NJ, seven with 18-24 and two with 25-49 year old menthol 
smokers in order to meet these research objectives: 

• To better understand the menthol category and identify smoker imagery 
connected to key menthol brands 

• To gain reaction to early versions of creative concepts, packaging, crests, 
and a round-edged pack 

• To give strategic creative direction to next-steps campaign development. 

Methodology and Scheduling 

Nine focus groups were conducted with the following menthol segments via 
this schedule: 


Monday. September 18.1995 
Session 1 3:00 to 5:00 p.m. 

Session 2 5:30 to 7:30 p.m. 

Session 3 8:00 to 10:00 p.m. 


Female Newport Full Flavor King (18-24) 
Male Newport Lights King (18-24) 

Female Other Menthol Lights King (18-24) 


Tuesday. September 19.1995 
Session 4 Noon to 2:00 p.m. 
Session 5 5:30 to 7:30 p.m. 

Session 6 8:00 to 10:00 p.m. 


Male Other Menthol Lights King (18-24) 
Male Newport Full Flavor King (18-24) 
Female Newport Lights King (18-24) 


Wednesday. September 20.1995 

Session 7 Noon to 2:00 p.m. Female Newport Lights 100s (18-24) 

Session 8 5:30 to 7:30 p.m. Female Newport Lights 100s (25-34) 

Session 9 8:00 to 10:00 p.m. Female Salem and Other Lights 100s (35-49) 

A Qualitative Caveat 

This summary is qualitative, not quantitative. It is best used for creative 
direction and not projected to populations larger than one studied without 
quantitative followup. 


95-21 Phase I: Parliament Menthol Lights 


Page 2 


Source: https://www.industrydocuments.ucsf.edu/docs/zrfy0004 


2070081225 


FINDINGS IN THE MAJOR AREAS OF INQUIRY 


I. MENTHOL BEHAVIORS. ATTITUDES. PERCEPTIONS. BENEFITS 

• These menthol smokers "loved" the taste of their menthol cigarettes. 
They were enthusiastic about menthol flavor, sometimes likening it to 
breath mints, mouthwash, or teeth brushing. Specifically, menthol was 
described as refreshing and minty. (The York Peppermint Patty 
creative positioning was sometimes referenced to describe the taste or 
experience of menthol cigarettes.) 

• In addition, some smokers thought that smoking menthol created 
fresher, better-smelling air around them. 

• Menthol was alwa}^ associated with green. During response to 
alternative packs for Parliament Menthol Lights, it became obvious that 
lighter greens and lighter teals tended to communicate a lighter 
product. Darker greens tended to communicate a stronger menthol 
flavor. 

Also, natural green elements like vegetation, water, even obvious or 
assumptive signals like waves and breezes tended to communicate 
menthol. Waves and breezes seemed to be associated with smoothness. 

• There were a variety of ways in which panelists had come to their 
current brand of menthol. A very few of these menthol smokers had 
smoked the same menthol brand from the beginning. Most had gone 
through several other brands. Some of these had bummed a few of their 
friends' or significant others' menthols, gradually discovering that they 
preferred menthol. 

• A consistent, intriguing study finding was that these menthol light 
smokers did not always come from the menthol brand. For instance, 
very few of these Newport Light smokers had originally smoked Newport 
Full Flavor. Most had come from another light menthol or non-menthol 
light. 

Nor did Newport Full Flavor smokers think about switching to Newport 
Light even if they wanted a lower tar cigarette. This was especially true 
of men who found the taste of Newport Lights negatively different from 
Newport Full Flavor and who perceived that Newport Light was a 
female brand. 
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n, IMAGERY OF MENTHOL BRANDS 

• Generally, when menthol smokers sorted menthol brands on the basis of 
smoker or brand imagery, they identified similar categories: 

- "Popular 1 ': Newport, Marlboro, sometimes Kool 

-- ’’For Young Adults": what they and their peers would smoke; an 
alternative term for “popular” 

-- "01der ! 7"Conservative"/"Elite": Salem, Benson & Hedges 

- "Cheap": GPC, Doral, Cambridge, Belair, Alpine 

- "Grandpas": Belair, Alpine, occasionally Salem and Kool 

-- "Female": Virginia Slims, Salem, occasionally Benson & Hedges 

• Advertising imagery for Newport was well-known. Panelists easily 
remembered billboards showing the exuberant, high-energy activities of 
groups of young adults doing fun, casual, silly things together. "Alive 
with Pleasure" was played back for Newport. 

"People doing athletics" 

"Sunny" 

"Lively" 

"Playing volleyball" 

"Happy" 

"Laughter" 

• Newport Full Flavor was considered male, blue-collar, aggressive, 
construction worker, big-engine sports car. hard-drinking, hard liquor 
(Jack Daniels) or traditional beer drinker like Bud Regular. 

• By contrast, Newport Lights smoker imagery was female, middle-class, 
Gap or Limited clothes, white collar, yuppie, tennis, relaxed upscale 
parties, Coors Light drinkers. 

• Marlboro Menthol Lights had brand imagery of cowboys, country, and 
horses, with mentions of green and white. Its smoker imagery conveyed 
males or females in their 20s, more country in lifestyle, driving Jeeps or 
pickup trucks, and wearing relaxed Banana Republic or LL Bean 
clothing. 
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• Salem had female smoker imagery. Some saw the Salem smoker as 
very old ("in her 60s and 70s", said one young adult), somewhat more 
down-scale female smokers. Others saw Salem imagery as established, 
middle-aged businesswomen. 

HI. RESPONSE TO PARLIAMENT MENTHOL LIGHTS 


• Generally, menthol smokers' response to new Parliament Menthol 
Lights (PML) was positive. When the prototype pack of PML was placed 
on the table after the menthol brand sort, some consumers seemed 
visibly enthusiastic...delighted...that Parliament was finally making a 
menthol. 

Both younger and older adult age ranges seemed to respond equally 
well. 

• On the basis of a cursory review of each segment's reaction, response 
tended to skew positive for a) more female than male and, not 
surprisingly, b) more Parliament-recessed-filter acceptors than 
rejecters. Men who were light menthol smokers and open to the 
Parliament filter also liked the PML concept. 

• What was particularly interesting, however, was the highly positive 
response given to PML from many male and female Newport Full Flavor 
smokers. 

When full flavor smokers saw the prototype pack, they perceived PML as 
a rich, full-flavored menthol that would be lighter in tar than the 
Newports they were currently smoking. Some imagined PML might be 
closer to Marlboro Menthol Lights. (There was no mention of PML as 
lighter than Newport Lights, because Newport Lights were not in the 
frame of consideration of Newport FF smokers.) 

The following verbatims are from 18-24 male Newport Full Flavor 
smokers on their initial reactions to PML: 

"Gee, I like it. Parliaments, very cool." 

"I would smoke it. It's a 90s design. I'd put it 

right with Marlboro Lights." 

"It says lights but doesn't look light. The darker 

green seems a richer menthol flavor." 

"The dark green is a manly light." 

"Definitely interested." 
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Among 18-24 female Newport Full Flavor smokers, young adult women 
were generally positive about Parliament Menthol Lights. 

"I love Parliament. I love their filters. I'd love a 
menthol Parliament (she draws hearts on her 
paper)." 

"I really like Parliament. If they were menthol, I 
would definitely switch from Newport." 

"Go for it!" 

“We are waiting for it” 

"Intense, refreshing. The Parliament Menthol 
would be just like ahh!” 

"With Parliament Menthol you'd have a great 
adventure, like when you go on a roller coaster." 

• As panelists discussed a Parliament Menthol, it seemed clear that the 
base brand Parliament was appealing to many of these menthol 
smokers. There was strong recall, past experience, and recall of 
imagery and advertising for Parliament. Many had smoked Parliament 
at some time in the past. Parliament remained in a positive range of 
consideration. A menthol version of Parliament seemed a logical 
extension for the brand. 

Parliament imagery and advertising was frequently recalled. Panelists 
mentioned its blue and white theme. Some remembered architecture, 
Grecian or Aegean buildings, calm and peaceful vacation settings, 
beautiful wealthy people having fun and being away from it all. 

• Most menthol smokers knew that Parliament only made a light. 
Panelists knew that Parliament didn't make a menthol and that the 
PML concept was a new menthol that they had never seen. PML was 
considered news. 

• When Parliament was discussed, its recessed filter came up 
immediately and was not, surprisingly, very polarizing. There seemed 
to be nothing in between. 

- Positive panelists-typically women-liked the recessed filter for its 
hard texture. Perceived benefits were a lighter smoking 
experience, not soggy or crushable like regular filters, no tinges of 
yellow visible on the filter, or could be "played with". 

- Negative panelists-typically men, but also some women-didn't 
like the feeling of Parliament's hard filter in their mouths, 
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wanted to bite down on a softer filter when they played pool to keep 
the cigarette in their mouth (male Newport Full Flavor), or 
believed the filter made the smoking experience too light, almost 
like "smoking air," commented rejectors. 

-- When reacting to Parliament Menthol Lights, recessed filter 
acceptors believed the filter would be a positive attribute of the new 
menthol. The recessed filter would add to PML's refreshment 
and lightness. 

- Rejectors felt a PML with recessed filter would be too light, 
tasteless, and airy. 

• When Parliament Menthol Lights was sorted with the other categories' 
of menthol brands, PML was typically placed in one of three perceptual 
categories: popular, brands for young adults, or, less often, with the 
female brands. 

• Compared within the context of other smoker imagery and based upon 
response to the PML pack, PML smoker imagery was described as: 

-- Both female and male, with a skew toward female 

-- Age range of 20s and 30s 

-- Middle to upper middle class 

— White collar, career-type jobs 

- Driving midpriced American or foreign cars like Saab, 
Volkswagen Jetta, Honda Prelude, Saturn 

. -- Enjoying small groups of friends at parties 

- Drinking light trendy beverages like wine coolers, spritzers, and 
Sea Breezes. 

"Younger women who are preppy, wear Gap or 

Limited clothes." 

"20-35 year old women" 

"I see myself, because I used to smoke 

Parliaments." 

"They drink wine coolers, tropical mixed drinks, 

Amstel Light beer, Malibu Bay Breeze." 
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"She's a group person, stylish, maybe she comes 
from a wealthy family." 

"I see a New England type person, maybe driving 
a Saab or a Saturn or Honda Accord...something 
nice but average, small not too expensive car." 

"I see the Parliament Menthol smoker as more 
comfortable in a small group, relaxed, a little 
more conservative, maybe a preppy guy. At the 
party they're having a vodka and cranberry, 
maybe a zinfandel." 

IV. RESPONSE TO ALTERNATIVE CREATIVE CAMPAIGNS 
A. OVER AT T . RESPONSE 


• Of the four campaigns shown in varying monadic sequential order 
throughout the study, two were more positive: 

-- Campaign C: Close-in to Current 

- Campaign £): People as Architecture 

• Polarized response occurred to: 

- Campaign B: Aerial 

• Negative response was heard to: 

- Campaign E: Dream Sequence 
B. CAMPAIGN BY CAMPAIGN 


1. Campaign C 

• Campaign C was often compared to Parliament's well-known blue-and- 
white beautiful-architecture campaign. Especially women, but also 
some men liked C because of its serene Caribbean, tropical imagery and 
the in-love honeymoon mood of the couples. 

• The campaign communicated menthol, usually a stronger, richer, 
flavorful menthol because of the brilliant green water, the vibrant 
vegetation in the background, and the obvious green of the PML pack. 
Some noticed the rippling wave effect of the water and believed that PML 
would be a very refreshing menthol cigarette that was easy to inhale and 
smooth but rich in flavor. 
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• The relationship, perceived mood, and physical sexual/romantic 
interaction of the couple were frequently discussed. Women in their 
middle 20s, into their 30s and up responded emotionally to the portrayal 
of an ideal, aspirational romance. 

Panelists often believed it was the same couple in different stages of a 
honeymoon, enhanced by the couple in formal white, man without shirt, 
standing romantically together on the "bridge." Others thought it was a 
committed couple on vacation together or three different couples in 
unrelated stages: first meeting, flirting (tower); knowing one another 
slightly longer, even arguing since they were facing away from each 
other (veranda); then newly married (bridge). 

• Some men and younger adult women found this pure romance too far a 
stretch from their own more casual relationships, friendships, and 
group-oriented social activities. They said they preferred being in larger 
groups, flirting and having fun than to being with one significant other 
in a honeymoon type setting. 

• Sometimes young adults commented that the brand imagery of 
Campaign C appeared upscale, wealthy, almost out of reach for where 
they were now in life, their jobs, and their near-term aspirations. This 
may have been a result of the "rich"-looking architecture. 

2. Campaign D 

• In Campaign D, the couples' interactions seemed to communicate more 
playfulness, fun, and activity than did the other three campaigns. 
Reaction to each couple scene was about split in appeal, although most 
panelists thought of them as related. Some preferred the soft serenity of 
the couple walking deliberately into the sea. Others liked the active 
playfulness and teasing sensuality of the woman holding out flippers 
and pointing toward PML. Still others liked the couple seated on the 
beach, looking out to sea, with the woman's hand prominently on the 
man's shoulders, giving a sense that they knew each other well. 

The red touches (hat, flippers, and basket) communicated a feeling of 
action orientation, excitement, and occasionally, sexual or relationship 
control to the woman. She was in charge, intuited a few women and 
men as they discussed the boards. Some panelists felt Campaign D was 
woman-oriented; others saw it equally male and female. The red color 
often enhanced the green of the sea, giving both board and the brand a 
lively energetic appearance. 
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• Campaign D did not communicate menthol as well as other campaigns 
because of the mixture of blue and green in the visual. 

-- There was some intellectual acknowledgment of menthol because 
the boards said Parliament Menthol Lights, the group had been 
talking about menthols, and a few panelists saw the deep green 
sea underneath the blue sky on the split color visual. 

-- However, many others saw only the blue and were triggered into 
thinking about Parliament Regular. 

• What the brand would taste like was more ambiguous from Campaign D 
than for Campaign C. Some saw PML as richer, stronger, flavorful, and 
minty-refreshing. From the same boards, others saw it as a non¬ 
menthol light or a lighter menthol. 

3. Campaigns 

• The couples floating or interacting around rafts from a distance in 
Campaign B received a mixed reaction. First, any of the in-water 
situations seemed unrealistic for cigarette smoking. 18-24 year old 
smokers seemed to want "realistic" smoking occasions. Comments 
about how the couple brought their cigarettes out to the raft, how they lit 
their cigarettes, how they kept them from getting wet, and so on, tended 
to distract panelists from the main message. 

• The bluer green of the water tended to give mixed signals about menthol. 
Some weren't sure whether PML was a menthol. Others saw menthol 
clearly from the teal water. 

• • The situation, mood, and interaction of Campaign B's couple 
communicated a general sense of openness, aloneness, ungrounded 
boundary-less experiences, and peacefulness. Women in their mid-20s 
on up liked B better than adults in their early 20s who wanted to see 
more group play in the interaction. Men sometimes grinned, chortled at 
the couple entwined sensually on the raft. Panelists wondered what the 
two-raft scene, the man leaving his raft to meet the woman, was 
actually portraying. Some liked the couple smoking and talking 
playfully on either side of a float; others reacted to the unrealism of 
smoking way out in the water. 

4. Campaign E 

• Campaign E received fairly negative reaction, except for one group of 
male Newport smokers who didn't like the romantic, intimate couples 
in the other three campaigns. 

• Campaign E was thought to be confused, ambiguous, old, unattractive, 
and communicated an older, more conservative, settled smoker. 
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• Although a few innovative spirits in the groups liked the artsy Soho 
quality of Campaign E's boat and umbrella, others found it boring and 
turned away. They said they'd never smoke a cigarette advertised in 
this fashion. 

V. RESPONSE TO ALTERNATIVE PACKS 

• Individual elements on alternative packs communicated different brand 
cues. Specifically: 

- Cursive writing of menthol lights tended to communicate lights 
and feminine. 

-- Panelists liked “menthol lights” on the pack, rather than lights 
alone, 

-- Darker green equaled stronger menthol flavor. 

-- Lighter greens, teals, and blues equaled lighter menthol flavor. 

-- Shadings and graduations communicated smoothness, richness 
of flavor, menthol taste, and gentle inhalation. 

-- The gold (except with teal or blue shading) was preferred and 
added quality cues. 

-- Pinstripes gave a touch of class, sometimes an older 
conservatism. 

- Panelists liked the crest's red dot, highlighting Parliament and 
enhancing other colors. 

. ~ The white swoosh was polarizing, tending to communicate full 
flavor, especially to Newport smokers. 

• With these principles in mind, the more popular packs were: 

-- N, with its wavy dark-green gradations, gold stripe. 

- F's shaded green-blue in the left-hand corner and dark green 
communicated a rich, flavorful menthol. However, the menthol 
wing at the top was not well liked. 

- K's darker green communicated full flavor to Newport FF 
smokers. 

- J’s overall lighter feeling, with shaded teal in the left-hand 
triangle and pin-stripes on the dark green right, with silver 
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bands, was popular with women who smoked lighter menthols. 
Pack I was perceived as a more full-flavored variation on J. 

-- Mixed in reaction were packs D (the close-in prototype) and E, an 
alternate current with metallic dark green. During pack sorting 
with other menthols, D received positive reaction and 
communicated a light, rich, smooth menthol. However, in the 
company of other pack alternatives, D tended to take a back seat 
because others described above were more well liked. The 
metallic of E sometimes communicated a fuller, richer-flavored 
menthol cigarette, closer to Newport Full Flavor. 

VL REACTION TO ROUNDED CORNERS 


• Except for male Newport FF smokers, everyone in the study liked the 
prototype packs with rounded corners. Especially women but also men 
liked its functional benefits (would be easy to slip into pocket or purse), 
unique design, soft feeling, and innovative trendy 90s feeling. Those 
who disliked soft packs sometimes felt it looked more like a soft pack 
than hard pack. 

RECOMMENDATIONS FOR NEXT STEPS 

• For the next round, it is suggested that the revised campaigns 
experiment with various moods of social interactions. The brand should 
explore visualizing a balance between the more passive hint of activity 
with the Parliament base brand and the full-scale energy activity of 
Newport. 

• Sociability is another issue. Should the couples be highly and intimately 
romantic, very social, or somewhere in the middle? 

• Campaign E needs to be executed in a trendier format, using images of 
interest to Gen Ex smokers, or eliminated. 

« Positive elements in the packs could be compressed into a limited 
number of green, then blue packs. 

• Menthol communication needs to be enhanced in Campaigns B and D. 

• The communiction of the newness of the product needs to be examined. 
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